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I. INTRODUCTION
This report presents results of a study of Weeki Wachee
visitors, designed and administered by the Dick Pope Sr.
Institute for Tourism studies for Weeki Wachee's management .
The project examines the potential, current and repeat
visitors in the park over the period of February 19, 1986 - March
4, 1986.

The study turns to the Weeki Wachee's visitors for a

in-depth look at their behavior, opinions, perceptions, and
awareness of the park and its features.

By examining visitor

profiles, insight for developing effective marketing strategies
will be gained for the appropriate target markets.
Research Objectives:
The research objectives of this report include the
following:
1. To obtain a demographic profile of the Weeki Wachee
adult visitor.
2. To assess Weeki Wachee's image and visitor appeal by
measuring visitor opinions, expectations, and enjoyment
of specific features.
3.

To determine the influential sources of vacation
planning which may suggest ways of reaching and
influencing potential and repeat visitors.

4. To obtain a profile of visitors' vacation travel
behavior.
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II. METHODOLOGY
A. Sampling Procedure:
The population sample consisted of adult visitors to Weeki
Wachee during the period of February-March 1986.
questionnaire was used to obtain the data.

A structured

Specific procedures

were followed to obtain a representative sample of adult visitors
to the park.

Prospective respondents were intercepted at the

exit of Weeki Wachee at the end of each day.

Subjects were

briefly pre-screened on adult {18 or over) status, then asked by
interviewers to cooperate and respond to a brief questionnaire.
The sampling frame was the Weeki Wachee's adult visitor.
The sample size was determined by the number of weekly visitors
to the park.

A total if 212 visitors were interviewed on all

days of the week.

The proportional distribution of the

interviews is presented in Table 1.

TABLE 1: DISTRIBUTION OF INTERVIEWS BY DAY OF THE WEEK
Day

~
0

Monday
Tuesday
Wednesday
Thursday
Friday
Saturday
Sunday

14.2
15.2
24.5
11.8
11.8
11.3
11.3
100.0

The interview process lasted between 5 and 22 minutes with an
average length of 12 minutes.
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B. Questionnaire Design:
The questionnaire was designed to include background of the
adult visitor to the park, as well as motivation to visit it. In
addition, several items designed to measure visitor impressions
of their Weeki Wachee experience were included such as the
quality, variety and importance of the features.

c.

Analysis:
Completed questionnaires (212) were coded and data analyzed

at the University of Central Florida.

Frequency distributions

were generated for all questions, and selected results were
further cross-tabulated by major visitor characteristics.
D. Limitations:
Several limitations in the research methodology are noted
here.

Visitor screening at the point of exit from the park

relied on visitors' willingness to cooperate.

Further, a

substantial amount of the interviews were not completed due to
intolerance of the subjects.
The practice of interviewing only willing visitors creates
problems of representation.

There is no control over who

participates in the study and the results could be biased by
favorable participants.
Since sampling was done during February and March 1986, the
sample cannot be assumed to represent characteristics of visitors
to Weeki Wachee throughout the year.
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Finally, visitors are generally aware that their opinions
are being sought by Weeki Wachee's management.

Consequently, the

respondents are assumed somewhat less likely to express
dissatisfaction with various aspects of their visit than in a
completely disguised interview situation.

Identifying the

research project as one conducted by the University of Central
Florida is believed to both encourage responses and reduce the
positive response bias inherent in this situation.
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III. FINDINGS
A. Demographic Profile of the Adult Visitor:
The primary purpose of measuring visitor demographic
characteristics is to establish benchmark visitor profiles.
Demographic characteristics of visitors are first discussed for
the visitor sample.
1. Visitor age.

The sample data suggest that Weeki Wachee

attracts a significant proportion of older adults.

over three-

quarters of the sample are in the 50-64 or 65 and older age
groups (Table 2).

Note that the younger age group (18-34)

accounted for less than one-tenth of Weeki Wachee visitors.
TABLE 2:

VISITOR AGE

Age

9-.0

------

----8.6
16.2
44.8
30.5

18-34
35-49
50-64
65 and over

-----

100.0
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2. Composition of travel party.

The composition of the visitor's

travel party is shown in Table 3.

Over 61% of the visitors were

traveling as an adult couple, or with other couples.

About one-

third were families, followed by tour groups and single persons.
The data reflect the older ages of adults in the sample.

As seen

from Table 4 about seven percent of the groups included teenage
children; about sixteen percent included preteen children.

While

no direct comparisons were made with other attractions' visitor
profiles, the data suggest that Weeki Wachee draws fewer younger
families than other major attractions in the Central Florida
area.
The average visiting group consisted of about three adults.
The largest group consisted of two people (Table 5).
TABLE 3: COMPOSITION OF TRAVEL PARTY
Travel Party

------------

One Couple
Family
Group of Couples
Tour Group
Single Person

~
0

----43.1
31.3
18.0
6.2
1.4

-----

100.0
TABLE 4: INDIVIDUAL PARTY COMPOSITION
Individual Party Composition
Traveling with no children
Traveling with teens (13-17)
Traveling with children under 13

~
0

77.8
6.6
15.6
100.0
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TABLE 5: NUMBER OF PEOPLE IN TRAVEL PARTY
Number of people
.9
44.8

1
2
3
4
5

14.2
23.1

7

6.6
2.4
.9

8 and over

7.1

6

100.0

3. Sex and marital status of respondent.

The sample

consists of a high proportion of females; however, this
proportion is not necessarily representative of the sex
distribution of adult visitors.

It is possible that females were

more willing to participate or speak during in the survey
questionnaires.

The proportion of married and unmarried

respondents is about 1:4.
TABLE 6:

SEX OF RESPONDENTS

Sex
Female
Male

59.4
40.6
100.0

TABLE 7:

MARITAL STATUS

Marital Status
Married
Single

82.4
17.6
100.0
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4. Household Income.
market.

This is a predominantly middle income

Over 80 percent of households report annual income

between $10,000 and $40,000 (Table 8).
TABLE 8:

TOTAL FAMILY ANNUAL INCOME BEFORE TAXES
Income

~
0

------------$10,000

Under
$10 $20 $30
$40 $50 Over

-

----7.4
18.3
33.1
25.1
9.1
2.3
4.6

$20,000
$30,000
$40,000
$50,000
$60,000
$60,000

----100.0

5.

Residence Status.

As indicated in Table 9, the majority

of the adult visitors to Weeki Wachee live outside Florida while
approximately one fifth are permanent Florida residents.
TABLE 9:

RESIDENCE STATUS

Status

~
0

Permanent
Seasonal
Tourist

19.4
15.6
64.9
100.0

6. Origin of the visitor.

About 8% of the visitors live

outside the USA. predominantly in Canada (Table 10).

Canadians,

which represent the largest foreign group visiting Weeki Wachee
came from Ontario, Quebec, Nova Scotia and British Columbia
(Table 11).
The domestic visitors came from a range of states.
of zip codes revealed the majority of visitors were
8

Analysis

Floridians followed by visitors from New York, Michigan,
Illinois, and Pennsylvania.

A detailed frequency distribution of

visitors by zip code is presented in Appendix A.
TABLE 10: ORIGIN OF VISITORS
~
0

United States
Canada
England

91.9

7.1
.9

100.0

TABLE 11: ORIGIN OF CANADIAN VISITORS BY PROVINCE
~
0

Ontario
Quebec
Nova Scotia
British Columbia

73.3
13.3
6.7
6.7
100.0

TABLE 12:

ORIGIN OF DOMESTIC VISITORS IN WEEKI WACHEE BY MAJOR STATES
State

~
0

-----------Florida

-----

1.

2.
3.
4.
5.
6.
7~
8.

New York
Michigan
Illinois
Pennsylvania
Massachusetts
Indiana
Other

17.6
12.4
12.4
7.1
7.1
6.5
4.1
32.8

----100.0
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B. Vacation Travel Behavior
1.

Previous visits to Weeki Wachee.

Small patterns of

previous visits to Weeki Wachee have been noted:

only one-third

of the respondents had previously visited the park (Table 13).
Of the repeat-visitor group, about 87 percent had visited the
park over two years ago (Table 14).

This may indicate that

visitors do not return to Weeki Wachee as soon after their first
visit.
ago.

Finally, almost one-half visited the park over ten years
The average number of visits within the past five years is

3.25 times.
TABLE 13:

REPEAT VISITORS

Visit

~
0

First Visit
Repeat Visit

67.0
33.0
100.0

TABLE 14: LENGTH OF TIME SINCE LAST VISIT
Length of time

~
0

Less than 6 months
6 months to a year
2 to 4 years
5 to 10 years
Over 10 years

9.9
2.8
15.5
25.4
46.5
100.0

2. Mode of Travel and route taken to Weeki Wachee.

Most

visitors arrived in Weeki Wachee by private car (80%), followed
by rental car and tour bus (Table 15). The majority of visitors
used route 19 (65%) followed by route 50 (37%). Other routes used
are indicated in Table 16.
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TABLE 15: MODE OF TRAVEL TO WEEKI WACHEE

Private car
Rental car
Tour bus
Recreational vehicle
Other

80.2
8.5

5.7
5.2
.5

100.0
TABLE 16: ROUTES TAKEN TO WEEKI WACHEE

*
State route 19
State route 50
Interstate 75
Interstate 95
Other routes

65.1
37.5
9.4
0.9

16.5

* Total

percentage exceed 100% due to multiple responses of various
routes taken.
2.

Primary purpose of this Florida visit.

The typical

Weeki Wachee visitor is in Florida on vacation, followed by
visiting friends and relatives (Table 17).
The median length of stay is 14 days.

The mean was not used

here because the standard deviation for length of stay was quite
large -

approximately 24 days.

Extended visits are attributed

to non-Central Florida seasonal residents.
TABLE 17: PRIMARY PURPOSE OF VISIT TO FLORIDA
Purpose of visit
Vacation
Visit Friends or Relatives
Other

76.4
20.1

3.5
100.0
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C. Weeki Wachee Trip Planning
1. Sources of decision influence.

Table 18 reports which

information sources influenced visitors to come to Weeki Wachee.
Respondents reported ten different sources of potential influence
on their decision; each was ranked in terms of its relative
influence on their decision, among the other sources of
influence.

Results for the total sample show that

"recommendations of friends and relatives in Florida" is the most
influential source for visiting Weeki Wachee.
experience with Weeki Wachee followed.

Previous

Brochures also seem to be

an important influence followed by billboards and TV advertising.
Magazine articles were rated as the least influential source of
influence (Table 18).
TABLE 18: SOURCE OF INFLUENCE TO VISIT WEEKI WACHEE
Source

~
0

Previous experience with Weeki Wachee
Friends or Relatives in Florida
Friends or Relatives elsewhere
Travel Agent/Tour Operator
TV Advertisements
Brochures
Billboards
Magazine Articles
Other

*Total

*

18.1
34.8
6.7
4.8
7.1
15.2
8.6

1.0
28.6

percentages exceed 100% due to multiple responses.
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2. Timing of Weeki Wachee vacation planning.

The survey

asked when vacationers had made their decision to visit Weeki
Wachee.

Table 19 indicates that over one-half of Weeki Wachee

visitors (excluding the local residents) make that decision after
leaving home.

This may indicate that Weeki Wachee is not

recognized out-of-state as a tourist attraction.
TABLE 19: TIMING OF DECISION TO VISIT WEEKI WACHEE

Before leaving home
After arriving in Florida

42.9
57.9

100.0
D.

Visitor Opinions and Intentions Toward Weeki Wachee
1. Opinions concerning admission price and use of discount

coupons.

We measured visitor opinions about Weeki Wachee's

admission price with two related statements.

The first statement

suggested that admission fee to Weeki Wachee was too high and the
second statement referred to coupons as motivational instrument
to visit the park. Respondents were asked to express their
agreement with these statements on a 1 to 5 scale, where
represented strong disagreement and

11

11

1 11

5" strong agreement.

Analysis of the results showed that the majority of visitors
(64%) disagreed with the statement that admission to Weeki Wachee
is too high (Table 20).

Similarly, about two thirds of the

respondents disagreed that coupons motivated them to visit the
park (Table 21). The proportion of coupon users was 1:3 (Table 22).
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TABLE 20: "ADMISSION FEE TO WEEKI WACHEE IS TOO HIGH"
Level of Agreement

~
0

Strongly Disagree
Disagree
Neither
Agree
Strongly Agree

4.3
60.3
14.4
19.6
1.4
100.0

Mean: 2.5

Standard Deviation: 0.9

TABLE 21: "COUPONS MOTIVATED ME TO VISIT WEEKI WACHEE"
Level of Agreement

~
0

Strongly Disagree
Disagree
Neither
Agree
Strongly Agree

12.5
51.9
25.5
7.2
2.9
100.0

Mean: 2.4

Standard Deviation: 0.9

TABLE 22: USE OF DISCOUNT COUPON FOR ADMISSION
~
0

Yes
No

26.1
73.9
100.0

2.

Weeki Wachee features seen and enjoyed.

Respondents

were asked which Weeki Wachee major attractions they had seen
today.

Seven major attractions were presented.

For each

attraction seen, visitors expressed the level of quality, variety
and importance of each feature.

For quality and variety they
14

responded with a number ranging from 1 through 5, where
represented "highly dissatisfied" and
satisfied."

11

1 11

5 11 represented "highly

11

For importance they responded with a number ranging

from 1 through 5, where

11

1 11 represented "highly unimportant" and

"5" "highly important."
a.

Weeki Wachee features seen today.

As shown in Table

23, almost all visits (97%) saw the underwater mermaid show.
Wilderness River Cruise and Pelican Orphanage followed (91%).
The birds of prey and exotic bird shows also drew a large
majority of the visitors.

Food services were visited by about

two-thirds of the sample, while gift shops drew about 85%.

In

sum, all attractions offered by Weeki Wachee were attended by a
large number of visitors.
TABLE 23:

FEATURES SEEN TODAY
9.:-0

Underwater Mermaid Show
Birds of Prey Show
Exotic Bird Show
Wilderness River Cruise
Pelican Orphanage
Food Services
Gift Shops

* The

*

96.7
85.7
81. 0
91.9
91. 0

68.1
84.3

sum of the percentages exceed 100% due to multiple responses.
b.

Enjoyment of features seen.

Table 24 summarizes

visitors' opinions about the features they saw.
generally favorable.
and

11

Opinions were

Most responses clustered between the

5 11 categories.
15

11

4 11

The underwater mermaid show, birds of prey and wilderness
river cruise received consistently favorable ratings in terms of
quality, variety and importance.

The food services and gift

shops ranked the lowest and also exhibited the largest amount of
variation (as measured by the standard deviation noted in
parenthesis).

TABLE 24:

LEVEL OF QUALITY, VARIETY AND IMPORTANCE
OF THE WEEKI WACHEE'S FEATURES
Quality

Underwater Mermaid Show
Birds of Prey Show
Exotic Bird Show
Wilderness River cruise
Pelican Orphanage
Food Services
Gift Shops

2.

Importance

Variety

M

s

M

s

M

s

E

D

E

D

E

D

A

A

A

N

N

N

4.7
4.5
4.1
4.4
4.2
3.9
4.0

(0.6)
(0.8)
(0.9)
(0.9)
(1. 0)
(1. 0)
(0.9)

4.7
4.5
4.1
4.4
4.2
3.8
4.0

(0.6)
(0.8)
(0.9)
(0.9)
(1. 0)
(1. 0)
(0.9)

4.8
4.3
4.0
4.4

(0.5)
(0.9)
(1. 0)
(0.9)
4.0 (1. 2)
3.9 (1. 0)
4.0 (1. 0)

Weeki Wachee's Image. Results shown in Tables 25 and 26

indicate that over 75% of the visitors agreed that Weeki Wachee
appeals equally to older and younger adults, and to those with or
without c hildren.

In the overall reaction, over 40% of

respondents indicated that Weeki Wachee was much or somewhat
better than expected.

About 55% indicated that Weeki Wachee met

their expectations (Table 27).
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TABLE 25:

KIND OF PERSON WEEKI WACHEE APPEALS TO:
9..0

2.4

More to younger
More to older
Equally to both

19.5
78.1
100.0

TABLE 26: APPEAL OF WEEKI WACHEE TO FAMILIES WITH CHILDREN:
9..0

More with children
More without children
Equally to both

11. 0

12.9
76.1
100.0

TABLE 27:

OVERALL REACTION VERSUS EXPECTATIONS
9..0

Much better than expected
Somewhat better than expected
About what I expected
Slightly disappointing

16.6

24.6
55.0
3.8
100.0

4.

Visitors' Perceptions About Weeki Wachee.

The survey

asked visitors for their opinions about several aspects of their
Weeki Wachee experience.

Of interest were opinions concerning

the park's uniqueness and its value for visitors.

Respondents

were asked to express their agreement or disagreement with
statements concerning their Weeki Wachee experience, where "1"
indicated total disagreement and "5" total agreement.
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The

average (mean) of the responses are shown in Table 28.

The table

shows the average (mean) response.
Visitors appear to agree that:
a. The mermaid show is a masterpiece of performance, exciting, and
some of its parts should not be changed.
b. Weeki Wachee should add more attractions.
sufficient.
c.

The wilderness river cruise was very exciting and the
pelican's orphanage is one of its highlights.

d.

Weeki Wachee is not necessarily far out from other major
Florida attractions.

e.

The bird shows were educational and interesting.

f.

Weeki Wachee is a good value for money.

g.

The mermaid show is satisfactory and should not be changed.
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TABLE 28:

VISITOR'S OPINIONS ABOUT WEEKI WACHEE'S FEATURES
Mean

Standard
Deviation

a.

The mermaid show is a masterpiece
of underwater performance.

4.7

0.6

b.

Other attractions should not be
added to Weeki Wachee.

2.6

1.0

c.

The wilderness river cruise took me
back to nature.

4.0

0.7

d. Weeki Wachee is too far out from other
major Florida attractions.

2.5

0.9

e. Some parts of the mermaid show should
be changed.

2.4

0.9

f.

The birds of prey show was very
educational.

4.2

0.6

g.

Weeki Wachee's Pelican's Orphanage
is one of the highlights of the
Wilderness River Cruise.

3.7

0.9

h.

The mermaids performance was not
very exciting.

2.1

0.8

i.

The exotic bird show was quite
boring.

2.1

0.8

j.

Weeki Wachee is a good value for
money.

3.8

0.7
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5.

Vacation and Leisure Lifestyles.

The research examined

visitors' opinions and activities concerning vacationing and
travel.

The purpose was to develop insights into visitor

lifestyles that add to their demographic profiles.

Profiling

visitors by vacation and travel-related lifestyles helps suggest
their responsiveness to various aspects of Weeki Wachee marketing
programs, including park design, competitive positioning and
message appeals.
The questionnaire items included thirteen statements about
the respondent's vacation and leisure travel activities,
interests, and opinions.

The average (mean) responses of the

sample are shown in Table 29.

Examination of the standard

deviations showed variations of response at about 1.0.

It could

be concluded that Weeki Wachee's visitors:
a.

travels quite a lot.

b.

believes that a part of each vacation should be
educational.

c.

enjoy vacation in natural sites.

d.

vacation ideas can be gleaned from the newspaper.

e.

taking a vacation brings the family closer together.

f.

nature and wildlife are interesting.

g.

looking at vaQation or travel magazines is enjoyable.

6.

Overall Satisfaction and Likelihood to Visit. The

majority of the respondents were satisfied with their visit to
Weeki Wachee (93.8%).
Wachee is rather small.

However, the likelihood of visiting Weeki
Less than one-third of the respondents

20

expressed sincere likelihood of visiting Weeki Wachee again.
This indirect measure of satisfaction seems to be incongruous
with the previous measurement tool, however since it is not
affected by a high "social desirability" factor (the
unpleasantness of criticizing) it may be more accurate measure of
satisfaction.
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TABLE 29:

VISITORS' VACATION AND LEISURE LIFESTYLES
Mean

Standard
Deviation

a.

Our household travels quite a lot.

3.7

1.1

b.

On a vacation, I just want to rest and relax. 2.8

1.1

c.

Part of each vacation should be educational.

4.0

0.6

d.

I often get vacation ideas by reading
newspapers and magazines.

3.7

0.9

e.

On vacations, big cities are more fun than
rural or natural places.

2.2

0.8

f.

Vacations should be planned more for
children rather than for parents.

2.3

0.8

g.

Most of my vacations center around visiting
friends or relatives.

2.6

1.0

h.

Travel agents are very helpful in planning
my vacations.

3.0

1.1

i.

Taking a vacation brings the family closer
together.

4.0

0.5

j.

I like to go camping.

2.7

1.4

k.

I am very interested in nature and wildlife

3.9

0.7

1.

When I have a choice, I vacation for
excitement rather than relaxation.

3.0

1.0

m.

I enjoy looking at vacation or travel
magazines.

3.8

0.8
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TABLE 30:

OVERALL SATISFACTION WITH WEEKI WACHEE
~
0

0.5
0.5

1. Highly Dissatisfied

I

2.

3.

5.3
38.5

4.
V
5. Highly Satisfied

55.0
100.0

Mean= 4.4
TABLE 31:

S.D.= .67

LIKELIHOOD OF REPEAT VISIT TO WEEKI WACHEE

Unlikely
Somewhat Unlikely
Somewhat Likely
Very Likely

30.l
13.0
25.9

31.l
100.0

F.

Suggestions for Changes
Although, in general, the respondents expressed satisfaction

with their visit, about 50% said that some changes should be
done.

These changes included features such as the mermaid show,

extension of boat ride, and improving bird shows.

In general

respondents suggested to add more shows, improve seats and
scheduling, and general park layout, like adding more vegetation,
sitting a r ea or admission procedures (Table 32).
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TABLE 32: "What changes would you make at Weeki Wachee?"

51.7

1. no changes
2. extend boat ride

9.8

3. ADD: more attractions/shows
something for children
wildlife
petting zoo
more flowers
more sitting places
music
educational materials
mark plants
souvenir shops
4. IMPROVE:

25.1

all shows
scheduling of shows
sitting facilities (add more seats)
signing throughout the park
bird of prey show
exotic bird show

7.0

5. FOOD SERVICES: more variety
increase quantities
improve ice · cream

1.5

6. MERMAID SHOW: change occasionally
improve
add men
music too loud
dull costume
not enough seats

3.4

7. ADMISSION: prices are too high
entrance procedure too slow

1.5

100.0
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8.

Predictors of the level of satisfaction with Weeki
Wachee's visit.

A stepwise multiple regression was conducted to determine
what factors affect respondents' overall satisfaction with their
Weeki Wachee's visit.

The level of satisfaction was predicted to

be accounted for by vacation behavior variables, variety and
appeal of certain features in the park, history and the frequency
of visits to the park as well as the perception of the park as a
value for money.
The results (Table 33) indicate that twelve variables
significantly predicted respondents' level of satisfaction with
Weeki Wachee's visit.

More specifically it was found that

those visitors who perceived Weeki Wachee to be good value for
money, liked the quality and variety of the mermaid show, the
pelican orphanage and the river cruise, visited the park
previously, are of older age, do not enjoy travel magazines, and
the food services at Weeki Wachee is not important to them, tend
to be more satisfied with Weeki Wachee than their counterparts.
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TABLE 33
MULTIPLE REGRESSION OF LEVEL OF SATISFACTION WITH WEEKI WACHEE
VISIT ON SPECIFIC ATTITUDES AND DEMOGRAPHIC CHARACTERISTICS

Variable

Standardized
Regression
Coefficient

Value for money

F

Zero Order
Correlation
Coefficient

R Square
Change

0.34

44.8*

0.42

0.17

Variety of mermaid show 0.18

38.8*

0.34

0.10

River cruise nature
appeal

0.18

34.6*

0.28

0.06

Pelican orphanage
appeal

0.18

29.l*

0.32

0.03

Perception of exotic
bird show as boring

-0.22

25.4*

-0.34

0.02

Appeal of travel
magazines

-0.15

23.l*

-0.03

0.02

0.16

21.6*

0.21

0.02

Importance of food
services

-0.15

20.3*

-0.09

0.02

History of visits
(first vs previous)

-0.16

19.3*

-0.12

0.02

Perception of visiting
friends/relatives on
vacations

0.13

18.5*

0.09

0.02

Number of previous
visits to the park

0.11

17.7*

0.30

0.01

Perception of mermaid
show

0.13

16.9*

0.32

0.01

Age of respondent

N = 212
R Squares= 0.50
*p<.001

26

IV. SUMMARY AND CONCLUSIONS
A.

Demographic Profile of the Visitor to Weeki Wachee
This study found that the typical visitor is:

married, over

50 years of age, and has an annual income of $25,000 - $50,000.
Weeki Wachee's visitor also travels as a couple or a group of
couples, travels with no children and resides in Florida
followed by New York, Michigan and Illinois.
B.

Vacation Travel Behavior
Over two thirds of the respondents visited Weeki Wachee for

the first time and arrived by private or rental car.

The

predominant route taken to the park is state route 19.
Most of the Weeki Wachee visitors are tourists who come to
Florida on vacation followed by visiting friends or relatives.
Their major decision influence to visit Weeki Wachee were friends
and relatives in Florida followed by previous experience in the
park.

c.

Weeki Wachee's Trip Planning
The majority of the respondents decided to visit Weeki

Wachee after their arrival in Florida.

The majority of the

respondents did not think that the admission fee was high and
were not motivated to visit by discount coupons.
respondents used _coupons.
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Only 26% of the

D.

Visitor's Opinions of Weeki Wachee
The majority of the respondents attended all the attractions

featured in the park including food services and gift shops.
However, the underwater mermaid show and birds of prey show were
rated the highest in terms of quality and variety.

Food services

and gift shops scored the lowest in terms of quality and variety.
The park was perceived to appeal to younger and older alike.
and to families with or without children.
The park was perceived to have exciting and educational
shows, which are located not far from major Florida attractions
and are good value for money.
E.

Overall Satisfaction and Likelihood of Visit
In general, visitors expressed satisfaction with their

visits, however 43% of the respondents said that they were
unlikely to visit the park again.
F.

Suggestions for Changes
Although, in general, the respondents expressed satisfaction

with their visit, about 50% said that some changes should be
done.

These changes included features such as the mermaid show,

extension of boat ride, and improving bird shows.

In general

respondents suggested to add more shows, improve seats and
scheduling, and general park layout, like adding more vegetation,
sitting area or admission procedures.
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G.

The Relationship between Visitors Opinions. Psychographic
and Demographic Characteristics and overall Satisfaction
with the Visit.
The results indicate that twelve variables significantly

predicted respondents' level of satisfaction with Weeki Wachee's
visit.

More specifically it was found that those visitors who

perceived Weeki Wachee to be good value for money, liked the
quality and variety of the mermaid show, the pelican orphanage
an~ the river cruise, visited the park previously, are of older
age, do not enjoy travel magazines, and the food services at
Weeki Wachee is not important to them, tend to be more satisfied
with Weeki Wachee than their counterparts.
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V. RECOMMENDATIONS

Some of the most useful information from the visitor survey
is found in visitor opinions of Weeki Wachee.

Visitor

impressions are crucial in their decisions of whether or not to
visit the attraction again.

In addition, visitors are limited in

time or financial resources to visit all of the commercial and
natural attractions in the area, and the Central Florida
attractions market is extremely competitive.

To ensure steady

repeat business, the following suggestions are recommended:
1.

Weeki Wachee management should continuously change and
improve their current features.

This could be done for

example by changing the theme of the mermaid show,
extend boat ride or expand bird shows.
2.

To increase

the number of repeat visitors, additional

features should be added.

Some suggestions proposed by

visitors included petting zoo, educational centers, picnic
or recreation areas.
3.

To appeal to the family market, additional features should
be

4.

added to cater for children.

Overall satisfaction with the park would increase
by improving food _s ervices and gift shops.

This will

generate additional revenue to the park.
5.

The park should be positioned with its unique aspects:
is good value for money, features natural resources
vis-a-vis the man-made competition and is never crowded8

30

it

6.

Reevaluation of the role of local "word-of-mouth" Florida
residents as influential factor for visiting the park by
out-of-state visitors is also recommended.

Brochures

account for only 15% of the respondents as influential
source to visit Weeki Wachee.
7.

Distribution of coupons should be reevaluated.

Only one-

quarter of the visitors used coupons.
8.

New out-of-state markets should be targeted in advertising
and promotional campaigns, especially southeast states
market who tend to visit the park in the summer months:
Georgia, Texas, Alabama and Mississippi.
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